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Abstract 
The main objective of this paper is to gravely evaluate various service delivery improvement models and identify hypothesis 
from the models to analyze whether these models are significant to hotel industry or not, based on the critical examination of 
literature review. The paper critically scrutinizes six factors of service delivery which is widely used in hotel industry through a 
detailed literature review. And also through critical review it analyzes various models under each factor from different authors to 
identify hypothetical approach of these models significance in hotel industry. The review of various service delivery models 
under each factor revealed that these models play an important role in improving service delivery in hotel industry. In addit ion 
this paper provides a new gate way for the upcoming researchers. Due to the time limit the reviewed models under each factor 
has restricted to a certain number. This can be a suggestion for expand this study by including present and upcoming models for 
future research and also it provides new direction to service delivery improvement researchers. This paper discovers new 
direction in service delivery improvement research and offers theoretical and practical aid to researchers and practitioners in 
providing a direction for service delivery improvement. 
© 2014 The Authors. Published by Elsevier Ltd. 
Selection and peer-review under responsibility of the Organizing Committee of Asia Euro Conference 2014. 
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1. Introduction 
In hotel industry the description of quality is very important. It is said that quality means to gain goods and 
services which can satisfy the guest needs and wants. At the same these goods and services which provides to the 
guest, have to make the company profitable. So quality concept is very essential for today’s hotel sector. Most of the 
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research that was done so far to understand guests needs and wants. It is very important to consider guest needs and 
wants but then it is also very important to understand that guest needs and wants can be improve through the quality 
of service delivery. Managers understand that if they have vied in all over the world they have to obtain quality 
standards. In hospitality sector tourist spend money mostly for fun so they refuse to have unqualified goods and 
services. If the services provided and resulted in dissatisfying the guest then they immediately go for another hotel 
or change their hotel stay to another hotel because they have wider options. 
During the past few decagon service deliveries has become a documented knowledge base studies and this was a 
great use to researchers and practitioners in providing a route to modify the available service delivery concepts with 
changing world scenario. Service delivery has become a major area of attention to instructors, practitioner’s, 
researchers, managers etc., due to its strong collision on business performance customer loyalty, customer 
satisfaction, profitability and lower costs. We researchers prosper for learning details about factors of service 
delivery in our organizations for clear reasons like customer loyalty, customer satisfaction, increased profitability 
etc.,. In this context model expands exact significance as it not only help in learning the factors but also provides 
direction for improvements. 
2. Purpose of the Study 
The paper critically analyzes six basic factors which are widely used in hotel sector. The purpose of this paper is 
to critically analyze various service delivery quality improvement models and to identify the hypothetical approach 
of various models under each factor that are significant to hotel industry or not. The models of each factor are 
adapted and referred through a detailed literature review.     
3. Design/ Methodology/ Approach 
The organization of this study is pursued as per the generalized framework of the study which is presented in the 
current review paper. This is followed by a brief discussion of the models and a critical evaluation of the same. 
Finally agenda for future research is defined.   
The study is designed into three stages - mapping stage, analysis stage and concluding stage. Mapping stage of 
the study identifies theoretical framework of the research through literature review process and also it involves 
observation and several discussions with experts and managers in the hotel industry. The second stage that is 
analysis stage identifies the factors for service quality improvement. All the identified six factors were later used for 
creating and verifying hypothesis for the research. Finally in the concluding third stage, all collected information in 
the different stages was compared and analyzed for finalizing the study.   
The study is designed into three stages - mapping stage, analysis stage and concluding stage. Mapping stage of 
the study identifies theoretical framework of the research through literature review process and also it involves 
observation and several discussions with experts and managers in the hotel industry. The second stage that is 
analysis stage identifies the factors for service quality improvement. All the identified six factors were later used for 
creating and verifying hypothesis for the research. Finally in the concluding third stage, all collected information in 
the different stages was compared and analyzed for finalizing the study.   
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4. Quality Improvement Models 
The present study is an attempt to review six factors on service delivery improvement models in the light of 
changed business scenario. As the literature review will show, there are various observations among service quality 
researchers as to how to improve service delivery standards. Many strategies have developed to enhance both 
products and services in a variety of situation. Among the best known which is used in hotel industry are total 
quality management, six sigma, SERVQUAL, relationship marketing, internal marketing and internal market 
orientation. 
5. Total Quality Management (TQM) 
Total quality management is a very well-known approach which is widely used in almost all the sectors. It offers 
standard quality, quality control, quality circles, employee satisfaction, guest satisfaction, high profit margins and 
company modernization. In hotel industry the demands of the guest change people to people. A particular function 
can satisfy one guests needs but at the same time that can cause problem to other. In this sector maintain and gaining 
guest or customers is not that easy task. For that every hotel make sure that all the employee of the hotel must be 
well educated and have to respond all needs and wants of the guests. Total quality management applications have to 
be totally analyzed by all the employees to get hold of utmost satisfaction of the guest. 
5.1. TQM 1: TQM implementation in the Palestinian context (Baidoun, & Zairi,  2003) 
This particular paper was based on an empirical study of TQM implementation in the Palestine industrial 
background. The main focal point of the study was to critically identify the quality factors that are organized and 
applied by Palestine organizations. A framework for TQM implementation in the Palestine context has been derived 
based on the investigation findings. This framework was constructed using inputs from the TQM Palestine 
organizations in order to proffer a better guideline for TQM implementation to Palestine management. The study 
also suggests that this framework cannot take responsibility as to how to implement TQM, but then it is a guide for 
organizations starting their TQM voyage. The framework was based on the findings from varied organizations and it 
can be applied to organizations from various sectors. Lastly it is obvious that TQM organizations aim to excel in 
certain areas in spite of their place of incorporation.             
As hotel industry point of view this model can act as one of the best solution for business excellence. Business 
excellence can be achieve effectively when the commitment and involvement of the top management is higher and 
also the evaluation of top management can result in the level of business brilliance. Every hotel must make sure that 
all the employee of the hotel must be well educated and have to respond all needs and wants of the guests. Customer 
satisfaction depends upon commitment and involvement of employee, customer driven system and process and 
continuous improvement or change in culture. These demands can change from people to people and accordingly 
services have to be provided. Once the customer is fully satisfied the hotel profitability will be lead to an excellence 
in business. This framework cannot be accountable for TQM implementation but then this can be a guide to hotels 
starting TQM journey.    
5.2. TQM 2: Recommending a TQM Model for Indian Organizations (Subhash,& Narag, 2007) 
The study projected TQM efficient model in short TQMEF. The study aimed at recommending a TQM model for 
Indian organizations. The study also identifies the crucial element of TQM that is processes and efficiency. Giving 
adequate attention to the efficiency is very important for product improvement otherwise all effort given to the TQM 
will go waste. Above all the main issue is focusing on customer satisfaction and making efficient operation.     
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Fig. 2. TQM Model 
 
In hotel industry context also customer satisfaction is the main focus. This particular model can be a guide for 
improving total quality management in hotel industry. The entire four elements considered for this study is also 
applicable in many ways to hotel industry. Whether it is food and beverage or rooms division it is very important to 
keep good relationship between employees. Good service should not be the only goal when considering TQM, 
processes, efficiency, people management, team building and customer focused performance should also be 
considered for improving TQM in sectors like hotel industry.    
5.3. TQM 2: A feasibility study of the implementation of TQM on soft factor (Shahin, & Dabestani, 2011) 
The study implies that benchmarking, closer customer relationship, committed leadership and process 
improvement have the most correlations amongst the soft factors of TQM. Out of all other factors training is the 
only factor which is not correlated to other soft factors of TQM. Leadership places the highest value among the soft 
factors of TQM. The study by Shahin, & Dabestani, (2011) tacit that not even the main soft factors but also the sub 
factors have the equal importance. But there is a possibility in which these sub factors do not have the same relative 
importance weight. The proposed TQM soft factors framework can be useful for those organizations which consider 
TQM as an integrated quality management system as the major foundation for achievement of competitive 
advantage. Based on the study the results suggest that four out of ten TQM factors have positive correlation with 
each other factors. It includes committed leadership, benchmarking, closer customer relationship and process 
improvement. Their findings also suggest that these factors are apparent in every industry while their aspect and 
importance may differ. TQM was created to improve firm’s competitive advantage in the long run which is also a 
feature of this study. TQM includes agendas such as increased training, employee empowerment, communication, 
management and employee relationship development and the formation of an open organization. TQM is said as the 
philosophy which has been proved to improve quality in the production process and to a partial amount service. 
Today’s hotel industry considers TQM as an important and integrated quality management system. The study 
suggests that this framework is only useful to the organizations which believes TQM as an integrated quality 
management system and also consider as it is a major foundation for achieving competitive advantage. Since hotel 
sector takes TQM as an important factor for business excellence this framework can be a guide to many hotels for 
their improvement among employees. When the employee of a hotel gets well educated then the customer will be 
fully satisfied on their needs and wants. 
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Fig. 3. TQM Factors 
6. TQM: Hypothesis 
In TQM 1 the proposed model identifies and proves that employee response to customer needs and wants and 
satisfying them is utmost way to business excellence. In TQM 2 the proposed model identifies the importance of 
employee and customer and this model was a guide for employee commitment towards the customer satisfaction to 
achieve business excellence. Lastly, TQM 3 the model proposed to employees and also a guide to knob the 
customers. When the employee of an organization is trained and educated well then the matter of satisfying 
customer will become easy and this leads to business excellence. All the three models can be a guide to hotel 
industry to achieve excellence in business. From the above model it proves that in hotel industry employee response 
to customer needs and wants and satisfying them in all the way gives an excellence in business. And also these 
models are significant in hotel industry for those hotels starting TQM journey.          
 
                  Table 1. H1: Employee response to customer satisfaction leads to business excellence   
Other Sector (Keywords) Hotel Sector (Keywords) 
TQM 1 Employee response 
Customer satisfaction  
 
Employee response  
Customer satisfaction TQM 2 Employee response  
Customer satisfaction  
TQM 3 Employee response  
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7. Six Sigma (SS) 
Six sigma is a globally accepted approach which helps a company in developing innovative ideas; customer 
focused solutions etc, and rapidly distributes these innovations to the entire organization. It is a tool and technique 
that helps in understanding the causes and effects of quality crash. Six sigma is a widely used concept and a major 
factor in today’s hotel industry. This is also a quality improvement factor and its primary goal is to satisfy customer 
and create customer loyalty to a product or an organization. There are many success stories of six sigma in hotel 
industry, for example Starwood Hotels and Resort, one of the largest and giant hotel chains in terms of revenue and 
one of the first hospitality sector which hold six sigma.     
7.1. SS 1: Six sigma: from a goal-theoretic perspective to shared-vision development (Leopoldo, et al., 2009) 
Six sigma teamwork and Statistical Process Control positively affect the development of shared vision f the 
organization. A positive but not significant influence is also observed between shared vision and organizational 
performance. Positive effects found in this study should be investigated further employing a larger sample of six 
sigma firms and including other variables such as organizational erudition. Further the effects of these variables on 
performance should be measured with real results from firms to test possible direct and indirect influence on 
performance. 
      
 
 
 
 
 
 
 
 
 
Fig. 4. Six sigma teamwork and statistical process control 
 
The study contributes to developing empirical knowledge of the benefits of the implementation of quality 
management initiatives in the firm. Specifically, it studied the effects of implementing the six sigma quality 
management initiative to provide a possible explanation of the initiative’s good results. The study was conducted 
among manufacturing and service firms in Europe. According to the study the results show a positive but not 
significant effect of shared vision on organizational performance, measured in terms of sales, market share and 
profits as compared to the competition over the last three years. (Pearce and Ensley, 2004) As the authors state that 
shared vision is a common mental model of the future state of the team and Six Sigma provides a framework for 
quality improvements and business excellence. Thus the benefits of Six Sigma should be developed and the hotel 
industry must first have in place a well-defined system of management. 
7.2. SS 2: Applying Six Sigma to Achieve Enterprise Sustainability: Preparations and Aftermath of Six Sigma 
Projects (AlSagheer, & Mohammed, 2011) 
Sustainability is not a method or a tool; it is the state of a company in which the efficiency of resources is 
maximized, customers are satisfied to a great extent, an improved condition is long lasting, success is maintained 
and competitive advantage is sustained. Literature review carried out in this research depicts that researchers have 
extensively worked on identifying and documenting the enablers, challenges, risks, projects, corporate commitments 
and strategic integration of Six Sigma with other frameworks. But at the same time, the literature establishes that Six 
Sigma is neither completely welcomed by companies nor the methodology has proven its worth for most of the 
corporation’s .The latter argument suggests the need for identification of gaps between the capabilities of Six Sigma 
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methodology and the actual situation in the enterprise world. The theme of this paper is to explore the capabilities of 
Six Sigma that can enable companies to achieve the state of sustainability to a great extent. Three dimensions of Six 
Sigma are identified that includes strategic, tactical and operational dimensions. A ‘Process Research and 
Development’ model (PRAND) is presented at the end of paper with guidelines for future research. 
According to the study the PRAND model was created and it is recommended for future research works to focus 
on the model and to expand it further. PRAND stands for Process Research and Development model. This paper was 
completely based on literature review. It focuses current state of research and knowledge with respect to the 
enterprise-wide applications of Six Sigma. The research effort that resulted in new and different findings from 
previous or other findings was given more weight in the final selection of the article for this study. The study has 
found that there are ideally three dimensions of Six Sigma that need to be worked on i.e. strategic dimension, 
tactical dimension and operational dimension. This view can not only achieve desired results with Six Sigma but 
also may transform the Six Sigma methodology to a corporate strategy or philosophy. In hotel industries their main 
focus on customer solutions and to transfer these solutions throughout the global organizations (this method is 
adopted by Starwood Hotels and Resorts in 2001). Six Sigma is a tool to hotel industry which helps to eliminate 
variation and improve efficiency. PRAND model was created to the organizations who failed to sustain the results of 
Six Sigma project. Thus this can be proposed to the hotels who failed to achieve sustainability of Six Sigma. 
7.3. SS 3: Integrated Model of Six Sigma and Lean on Organization Productivity (Hesami, Nikookar, & Harsej, 
2013) 
This particular study introduced an integrated model of six sigma and lean manufacturing concept through 
highlighting on manufacturing global competition. The suggested model has been used in two case study companies 
in Iran. During the first round study output has been increased in six months. So this model can be utilized to be 
productive method to effective process in organizations. This study has considered several critical factors to propose 
this integrated model. The critical factors like performance measurement, management commitment employee 
involvement and training took for the purpose of the study. For designing this model two construction companies 
were selected. In the primary stage the authors investigated the general situation of six sigma in the companies. 
During the given six months these companies attempted to use the proposed model and certain benefits of this 
integrated model was resulted from the usage. These benefits are listed down as follows:  
 
x Simultaneously achieved long-term and short-term results 
x Reduction in waste and variability 
x Employee empowerment reached the high level 
x Attained enhanced and effective communication      
x Continuous improvement philosophy was pursued 
x Project timing was decreased     
 
In hotel industry context, six sigma plays a major role in healing the breakdown of the hotels. As the author 
suggested this model can be utilized productive method to effective process in organizations. This model gives a 
helping hand to the hotels to recover from the breakdown. The presented integrated model can be a guide to the 
hotels in achieving long-term and short-term results. This model also helps to identify the causes and effects of 
quality break down and gives the solution to recover from the breakdown will be solved soon. 
8. SS: Hypothesis 
 In SS1 the study results that there a positive but not significant effect of shared vision on organizational 
performance. In SS2 the model was proposed to the organizations who fail to achieve six sigma so this will result in 
quality improvement and business excellence. Lastly, SS3 the model as suggested for quality improvement process 
for restructuring the breakdowns of the organizations. Six sigma is an effective way recovers from the breakdown. 
The above three models will be an immense steer to the hotels for quality improvement which automatically leads to 
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a hotel to face business excellence. The selected model under six sigma proves that six sigma is a major factor in 
hotel industry which results in quality improvement and business excellence. 
 
          Table 2. H2: Six sigma results in quality improvement and business excellence  
Other Sector (Keywords) Hotel Sector (Keywords) 
SS 1 Quality improvement  
Organizational performance   
Quality improvement  
Organizational performance  
Customer solutions  
Business excellence  
Effective process 
Performance improvement  
 
9. SERVQUAL (SQ) 
SERVQUAL has a variety of probable applications. This can help a broad variety of service and transaction 
organizations in assessing customer outlook about and awareness of service quality. And also it can pinpoint areas 
that are required for managerial attention and action to improve service quality. In addition, to that the availability of 
this instrument will stimulate much-needed empirical research focusing on service quality and its antecedents and 
consequences. 
9.1. SQ1: A Critical Assessment of Servqual’S Applicability in the Banking Context of China (Zhou, Zhang, & Xu, 
2002) 
The study results showed that in its original dimensional structure neither performance perception measures nor 
gap scores were significant determinants for customer satisfaction and switching performances. With respect to the 
SERVQUAL dimensions the results from the data were dissimilar yet reasonably comparable with the standard 
dimensions defined by Parasuraman et al. (1988). Especially the unique five dimensions of SERVQUAL were later 
combined into three Empathy/Responsiveness, Reliability/Assurance, and Tangibility measures. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig. 5. SERVQUAL dimensions 
 
This study examined the applicability and usefulness of SERVQUAL in the banking context of China. The 
findings of the study supported SERVQUAL in stipulations of its role in exploring specific customer perceptions 
and expectations of service quality and the gap between the two. However this analytic value cannot be connected 
with the prediction of customer satisfaction as well as relevant behavioural consequences. The result of the study 
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showed that neither performance perception measures not gap scores were significant determinants for customer 
satisfaction and switching actions. This particular study was conducted in banks of three cities in China. So the 
study was completely based on banking industry. Since banking industries also focuses on service quality we can 
also consider this model for hotels too were all these five dimensions are widely used in hotel industry. In hotel 
industry performance is considered as the basic thing for customer satisfaction. Based on customers satisfaction 
switching behaviours also varies. Thus in hotel industry performance perception measures are highly important for 
customer satisfaction and switching actions. 
9.2. SQ2: Using the SERVQUAL Model to assess Service Quality and Customer Satisfaction (Daniel, & Berinyuy, 
2010) 
The purpose of the study was to find out how applicable the SERVQUAL model is in the context of grocery 
stores and also to find how well the customers perceived service quality, whether they were satisfied with the 
services offered by the stores in Umea. According to the study this instrument was not satisfying instrument to 
measure service quality because some of the items under the dimensions were overlapping. It was also found out 
that the overall service quality perceived by customers was not satisfactory because expectation was exceeding 
perceptions and all the dimensions showed higher expectations than perceptions of services. SERVQUAL model 
found out to be no the best tool to use in grocery stores because the dimensions do not proper to measure the 
construct in that context. Practical implications suggested that grocery stores in Umea are not providing the level of 
service quality demanded by the customers. And the suggestion by the authors was improve all the dimensions of 
service quality from the gap analysis carried out.    
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig. 6. SERVQUAL dimensions 
 
Service quality is an important driver of customer’s satisfaction. SERVQUAL is widely used in service 
organizations like hotel industry, lodging etc, in hotel industry context; it focuses on the quality of services to the 
customers. Many researchers proposed models to hotel industry on the basis of SERVQUAL model. Thus the 
customer perception of service quality towards hotel industry has positive effect in such organizations. 
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9.3. SQ3: Basic Dimensions of the (Servqual Model) and its Impact on the Level of Customer Satisfaction: An 
Empirical Study of the Housing Bank in Karak, Jordan (Sulieman, 2013) 
The purpose of the study was to identify the impact of the basic dimensions of the SERVQUAL model on 
customer satisfaction in dealing with the housing bank. The study found out that there is a greater impact of service 
quality dimensions in SERVQUAL model on customer satisfaction at different levels. The author also recommends 
the need for continuous improvement of service provided to customers through a detailed customer behaviour 
studies and also to work on customer expectations to ensure the provision of better services. 
In hotel industry context these dimensions can be considered as the base of service quality. Customer satisfaction 
is primary result focused in all hotels. Customer satisfaction is most important standards in hotel industry and 
satisfaction of the customer can be seen in the feelings of joy. This can be achieved only through the services that 
they obtain those results in the comparison of actual and expected performance for the customers. 
10. SQ: Hypothesis 
       In SQ1 the study proves that SERVQUAL model can judge service quality as well as customer satisfaction 
and it was applied and used in the banking sectors of China.  In SQ2 the study identifies that the SERVQUAL model 
was not a best tool to use in grocery stores because the dimensions do not proper to measure the construct in that 
context. Lastly, SQ3 the study proves that there is a greater impact of service quality dimensions in SERVQUAL 
model on customer satisfaction at different levels. But then in hotel industry context all the dimensions used in the 
entire three SERVQUAL model has a greater impact on service quality as well as customer satisfaction. 
   Table 3. H3: SERVQUAL model to judge service quality and customer satisfaction 
Other Sector (Keywords) Hotel Sector (Keywords) 
SQ 1 Customer satisfaction  
Service quality   
 
Customer satisfaction  
Service quality   
Service expectation  
Service performance 
SQ 2 Service expectation  
Service performance  
Customer satisfaction    
SQ 3 Customer satisfaction  
Service quality   
11. Relationship Marketing (RM) 
Relationship marketing that establishes how to develop and maintain the relational exchanges in a successful way 
that constitutes a major shift in marketing theory and practice. After developing a thought of relationship marketing 
and discussing its various forms, various studies (1) theorize that successful relationship marketing requires 
relationship commitment and trust (2) model relationship commitment and trust as key mediating variables (3) test 
this key mediating variable model using data from automobile tire retailers, and (4) compare their model with a rival 
that does not allow relationship commitment and trust to function as arbitrating variables. 
11.1. Structure RM 1: Causes and outcomes of satisfaction in business relationships. Marketing Intelligence & 
Planning (Mysen, Svensson, & Payan, 2011) 
The conceptual model identifies trust and commitment as precursors to satisfaction. Satisfaction sequentially 
positioned as a precursor to the outcomes of formalization, specific investments and opportunism. 
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Fig. 7. Relationship marketing and TCA 
 
The study was focused on Norwegian manufactures. According to the study trust and commitment has a positive 
association with satisfaction because trust and commitment serves antecedents to satisfaction. This study has 
includes both relationship marketing concepts and transaction theory concepts because it is likely that business 
success may be motivated by both theories. Rarely are the relationship marketing concepts examined in the same 
inter-organizational study along with the transaction cost theory concepts. This may vary based on the type of 
industry. In hotel industry context trust and commitment is considered as the base of relationship marketing as it is 
originated from Moody’s KMV model.     
11.2. RM2: Role of Trust and Commitment in Creating Profitable Relationship with Customers (Rehman, Shareef & 
Ishaque, 2012) 
Relationship marketing is a significant building block to attract and satisfy the customers. The study was focused 
in the consumer markets of Pakistan. The main purpose was to provide a relationship track which will help the 
marketers maintain and create strong relationships in consumer markets of developing nation like Pakistan. The 
findings suggested that commitment have positive impact on relationship value. The given relationship track will 
help the managers to choose the right relationship marketing strategy to gain positive results.      
To create this model author referred Moody’s KMV model of relationship marketing. This can be successful in 
other industries too but when it comes to hotel industry, there is no a supplier or lateral partnership. We can only 
consider internal partnership and buyer partnership. So the antecedent’s variables and outcomes may vary when it 
comes to hotel industry context. The base of this model adapted from Moody’s KMV model of relationship 
marketing where commitment and trust are key mediators of relationship marketing. Thus in hotel industry point of 
view commitment and trust are key arbitration variables of relationship marketing though the anterior variables and 
outcomes are different. 
12. RM: Hypothesis 
    In RM1 the study proves that trust and commitment has a positive association with satisfaction because trust 
and commitment serves antecedents to satisfaction. And RM2 proves that commitment has a positive impact on 
relationship value. In hotel industry relationship marketing is an utmost factor that has been used and still using in 
hospitality sectors. Commitment and trust are the two major elements used for increasing relationship marketing in 
hotel industry. Therefore these models can be a great track for the hotels that are heading for considering the 
relationship marketing as a major factor for developing a satisfaction among the guest. These two models and hotel 
industry point of view proves that commitment and trust are key mediation variables of relationship marketing. 
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 Table 4. H4: Commitment and trust are key mediation variables of relationship marketing 
Other Sector (Keywords) Hotel Sector (Keywords) 
RM 1 Commitment  
Trust    
 
Commitment  
Trust    RM 2 Commitment  
Trust    
 
13. Internal Marketing (IM) 
Every manager has to consider their employees as internal customers. Internal marketing means involving 
company’s employee in all levels in effective marketing programmers to understand their role within the marketing 
process. It consists of training and development, internal communication, knowledge enhancement and 
understanding the overall marketing orientation within the organization.     
13.1. IM 1: Internal marketing and the mediating role of organizational competencies (Ahmed, Rafiq, & Saad, 
2003) 
This study examines the relationship between the IM mix consist of the use of marketing-like philosophy, and 
marketing-like tools, organizational competencies and their effects on business performance. This study also 
developed a model on internal marketing mix and brings out the mediating role of organizational competencies. 
Firstly, the model points out that the internal marketing mix is positively connected to the organizational 
performance. Secondly, organizational competencies bring out the relationship between the internal marketing mix 
and business performance. For the study organizational competencies considered three different instruments such as 
market orientated behaviour, specific/individual competencies and employee satisfaction which mediates 
relationship between internal marketing mix and organizational performance. 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig. 8. Organizational Competencies 
 
This paper studies the concept of internal marketing mix or a set of controllable instruments inside the 
organization that can be used to influence employees effectively so that they are motivate themselves and act in a 
customer-oriented fashion. The present study found that the employee satisfaction is not significant arbitrator 
between internal marketing mix and business performance. The reason was that a prevailing variable such as 
organizational commitment that captures the impact of employee satisfaction more precisely. When it comes to hotel 
industry sectors in internal marketing employee satisfaction is a very important aspect to be considered. Although 
the study proves that employee satisfaction is not significant mediator between IM mix and business performance 
for the study but then the authors suggested using this in service sectors. The study results that there is no significant 
between internal marketing mix and business performance but then employee satisfaction is significant in hotel 
Internal Marketing 
Marketing-like 
philosophy 
Marketing-like 
tools 
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competencies 
 
 
 
Market oriented 
behaviour  
Employee satisfaction  
Specific/ individual 
competencies   
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industry performance. So this model can be considered as tool for employee satisfaction in hotel industry which 
leads higher business performance. 
13.2. IM2: The Effect of Internal Marketing on Outcomes and Factors Organizational Commitment (Esfahan, 
Taleghani, & Rajaee, 2013) 
This study conducted in hotels. The aim was to examine the effect of internal marketing on outcomes and factors 
organizational commitment of 30 hotels in the city of Esfahan city. Based on 16 hypotheses the model was created. 
The results found out that there is a positive correlation between all the elements except behavioural outcomes. The 
authors also recommends on the basis of hypothesis in hotel industry concept. For hoteliers the study recommends 
that hoteliers should offer programs to attract the best employees and also maintain and motivate them for 
consideration. Hoteliers must do job competencies to consider the needs of employees and the organization as a way 
to fulfill. 
This model can be utmost guide to the managers of the hotels. This model also helps to direct a manager in how 
to maintain and motivate their employees. When the employees are satisfied they will automatically get motivated 
and their best performance and services to the customer and this will lead to an excellence in business performance.   
14. IM: Hypothesis 
           In IM1 the study found out that employee satisfaction is not significant arbitrator between internal 
marketing mix and business performance. IM2 results that there is positive correlation between all other factors of 
internal marketing except behavioural outcomes which depends upon the satisfaction of the employee. In hotel 
industry the first proposed model (IM1) can be considered as tool for employee satisfaction in hotel industry which 
leads higher business performance. IM2 model was after all based on the hotels and the study recommends that the 
managers should consider and offer programs to attract employees and maintain them by motivating them. Once the 
employee is satisfied this can be act as a mediator between internal marketing and business excellence. 
 
 Table 5. H5: Employee satisfaction is significant mediator between internal marketing and business excellence   
Other Sector (Keywords) Hotel Sector (Keywords) 
IM 1 Employee satisfaction 
Business performance     
Employee satisfaction 
Business performance  
Organizational commitment     IM 2 Employee satisfaction  
Organizational commitment     
 
15. Internal Market Orientation (IMO)     
Internal market orientation is a significant element for organizational development. If there is an absence of 
internal marketing the organization may face with resistant employees toward change processes and adaptation. 
Therefore applying internal market orientation in an organization leads developing an atmosphere and environment 
in which the employees will be appreciated and this creates long term competitive advantage through strong 
organizational culture.   
15.1. IMO1: Internal market orientation construct and consequences (Lings, 2004) 
This study concentrates on internal market orientation and develops a new construct which closely parallels to the 
external market orientation and also balance with the existing models of external market orientation. The affiliation 
between internal and external market orientations is explored in this study and the performance insinuations of 
internal market orientation are discussed. 
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Fig. 9. Internal marketing orientation 
 
The study was based on literature review and a model was created for the employees of the organizations. 
Employee satisfaction has a positive impact on the probability that employees will remain with the firm longer and 
develop skills in their role. The results of the study proved that IMO has a positive impact on the internal aspects of 
organizational performance. In the context of hotel industry internal market consist staff, individuals, managers etc,. 
According to service organizations, like hotel industry internal aspects of the industry performance impact directly 
on the external aspects of performance. So for that internal aspects should be oriented because it can impact on 
customer satisfaction. Thus IMO has a direct positive impact on the internal aspects of organizational performance. 
15.2. IMO2: Internal-market orientation and its measurement (Gounaris, 2006) 
An internal market orientation is identified to predate the effective implementation of marketing strategies and 
also it is equivalent to market orientation. If internal market orientation is developed in a market oriented company’s 
it may increase the effectiveness of company’s rejoinder to external market conditions because it allows the 
management of the company to line up a better external market objectives with internal competencies. However, 
before this equilibrium is achieved companies have to assess their orientation towards their internal employee 
market and take essential steps to correct necessary actions. 
The study was conducted in hotels with the front line personal employed in various positions like restaurants, 
reception and bar.  For the purpose of the study a frame work was created which was adapted from Ling (2004). 
Although Ling (2004) establishes his approach on a very relative notion and it concerns with two issues. Firstly 
relates to the structure of the proposed conceptualization for instance Ling recommends that segmenting the internal 
market is a measurement of the company’s effort to collect aptitude regarding the employee’s market. On the other 
hand, internal-intelligence is a requirement for segmentation which follows. The same is also true for the 
measurement of developing strategies for specific sections. The company has to develop specific employee’s related 
behaviours with the aim to exploit internal-market intelligence in order to deliver value for the employees. These 
behaviours include internal-market segmentation, internal-market segments targeting, adjusting job descriptions, 
training, adjusting remuneration and bonuses, and showing the management’s concern for the company’s 
employees. Thus, company’s competitiveness increases since, becoming more internal-market oriented, facilitates 
the implementation of internal marketing strategies, which, in turn, results in more productive and satisfactory 
service-encounters for its customers. 
16. IMO: Hypothesis 
In IMO1 study identify that IMO has a direct positive impact on the internal aspects of organizational 
performance. IMO2, the author adapted model of IMO1 and redirected the model to get the same result because this 
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Training  
Management consideration  
Between managers and employees  
Between managers  
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Conditions of external employee market  
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model was proposed to hotels itself. IMO plays a major role in hotel sector because this gives a direct optimistic 
impact on internal aspects of hotel performances. 
 
 Table 6. H6: IMO has a direct positive impact on the internal aspects of organizational performance 
Other Sector (Keywords) Hotel Sector (Keywords) 
IMO 1 Internal intelligence generation 
Internal communication   
Response to intelligence  
 
Internal intelligence generation 
Internal communication   
Response to intelligence IMO 2 Internal intelligence generation 
Internal communication   
Response to intelligence 
 
In IMO1 study identify that IMO has a direct positive impact on the internal aspects of organizational 
performance. IMO2, the author adapted model of IMO1 and redirected the model to get the same result because this 
model was proposed to hotels itself. IMO plays a major role in hotel sector because this gives a direct optimistic 
impact on internal aspects of hotel performances. 
17. Findings and Suggestion 
This paper provides a new gate way to the upcoming researchers. Study developed a linkage between the 
different quality improvement models. The growth of literature in the field of service delivery seems to have 
developed progressively by providing a continuous learning from the observations of precursors. The selected 
models under each factor have been restricted to a certain number. This can be a suggestion for expand this study by 
including present and upcoming models for future research and also it provides new direction to service delivery 
improvement researchers.  
Fig. 10. Service delivery in hotel industry 
 
This review paper provides new direction in service delivery improvement research and offers theoretical and 
practical aid to researchers and practitioners in providing a direction for service delivery improvement. 
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18. Conclusions and Implication 
An effort is made in this paper to review various service delivery quality improvement models. These models 
present a useful framework for quality of service delivery. The review of these 15 service delivery quality 
improvement models highlighted various factors and sub-factors pertaining to the models. From the study of these 
models, it appears that the key elements to service delivery quality improvements are market and customer focus, 
motivated staff, understanding of concepts of service delivery and its factors etc.,. Researchers and practitioners 
view the subject in the context of service under deliberation. It is obvious from the review that most of the models 
currently dissatisfying to set a framework and also this evidently highlight the need for further research. 
19. Identification of future needs 
Futures research needs to replicate this research in order to establish the reliability of the models used in this 
study and to address some of the limitations of this study. Enquiring one line could address the question whether a 
more thrifty measure of quality improvement models could be developed. This study was mainly focused on hotel 
industry. Also future research should concentrate on various other sectors given that the present study was used only 
in a particular sector.   
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